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1. Introduction

Companies in the business world should continuously look for fresh approaches to outperform their rivals in order to solidify their place in the industry (Pizana, Valdes and Hernandez, 2018).  Pine (2015) contends that having the ability to continually create value is the key to attracting, engaging and exciting customers.  Furthermore, (Trott, 2017; Lukes and Stefan, 2017) emphasise that the majority of us are aware that effective technology may aid businesses in gaining a competitive edge and long-term financial success.  It is innovation that drives competitiveness, and the concept of innovation refers to the development and implementation of desired ideas (Goodman and Dingli, 2013).  It allows a product to gain added value, and it must be able to differentiate itself from its competitors in order for consumers to be interested in purchasing it (Lestari, Rodhiyah and Najah, 2020).  Furthermore, Ismael and Sagsan (2020)
contend that it is also important to remember that innovation does not only involve coming up with new products on the market, but it can also involve doing things in a unique way that stands out.  Their study revealed that competitive advantage and product innovation were found to be positively correlated.

The purpose of this plan is to identify an emerging customer need and the writer will propose an innovative service that attends to that need.  It will consist of three sections; firstly, the innovation service proposition will outline the products’ unique selling points.  Secondly, e-commerce platforms will be propositioned in order to reach out to its customers and thirdly, marketing will be explored detailing how the products will be promoted whilst understanding the customer’s journey.














2. Innovative service proposition

Special occasions have become a part of everyone’s lives, from birthdays to weddings, Valentines Day to Anniversaries.  Whatever it may be, gifts are often presented to these people in some form or other to celebrate these occasions with them and often, we give gifts to show our appreciation for people and value their contribution to our lives (Bregman, 2010).  People send out invitations for their special occasions stating: “no boxed gifts”, which has become somewhat of a norm and may even stretch to a cultural preference. Traditionally, most cultures give money at weddings and functions (Lunau, 2013; Tifferet et al, 2018). Daniels (2009) study showed there was an abundance of unused gifts in the houses studied and many often get put aside and may even be duplicated.  For these reasons, the intended business, named “Elegant Gifting” wishes to provide a money gift for these functions but in a more unique and appealing way namely as a “Money Tree” or a ‘Money Rose’ as pictured below in Figure 1.  Tavassoli and Karlsson (2015) contend that innovative ideas from the past and present shape the innovations of the future which indeed correlates with the proposed invention as it is taking gifting money to another level through presentation and uniqueness.  
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Figure 1 - Elegant Gifting products



Figure 2 - Vision, mission and values statement
2.1. Innovation Matrix               NOT WELL                           		                            WELL

NOT WELL


	             NOT WELL                             WELL

NOT WELL

BREAKTHROUGH
INNOVATION
Mavericks, Skunk Works

	
SUSTAINING
INNOVATION
Road-mapping, Engineering


	
BASIC
RESEARCH
Research Divisions, Conferences

	DISRUPTIVE
INNOVATION
Innovation Labs, Lean Launchpad


				


Does the 
problem
have a clear 
definition?



Does it have a well-defined domain?

Figure 3 - Innovation Matrix, Mapping Innovation (Satell, 2017).

According to Satell (2017) by asking two questions, the Innovation Matrix in Figure 3 above can help leaders identify the right strategy to solve a problem: Does the problem have a clear definition? and Does it have a well-defined domain? Satell (2013) defines the matrix below: Basic Research - There is neither a clearly defined problem nor a clearly defined domain when the attempt is to discover something truly new.  Breakthrough innovation - Despite well-defined problems, organisations (or entire fields) can become stuck.  Sustaining innovation - Regardless of what is done, there is always room for improvement.  Disruptive innovation - Usually there are no immediate indications of its value and since they are targeted at lighter or non-consumers, they usually fail due to requiring new business models.  The proposed innovation falls under Sustaining Research as it clearly defines the problem of gifting unwanted/duplicate gifts as well as presenting the gift in a special manner which holds more value than just gifting money in a card/envelope.  Additionally, it has a well-defined domain since gifts are given for every occasion all the time and it is perfectly aligned with the goal of growing and optimising it.  

2.2. Emerging customer needs
This customer emerging need attends to several key issues: 1) functionality - it is a more attractive way to gift money rather than simply giving cash in an envelope/card; 2) design - exclusive design that will hold more sentimental and lasting memories; 3) performance - it solves the problem of unwanted/duplicated gifts; 4) efficiency - the tree and the rose domes may be used for decoration purposes or even lamps once the money is removed as they both have lighting attached within them; 5) price - reasonable prices which are affordable.


2.3. Customer target
According to Forbes Business Council (2021), consumers are constantly looking for new products which are different and appealing.  A business can gain an unprecedented advantage over its competitors by knowing consumer behaviour trends before they appear.  Following the pandemic, businesses adapted quickly to the digital-first marketplace by pivoting and innovating to find new ways of connecting with new customers (McKinsey.com, 2022).  For this reason, the perfect place to target people would be online to those aged between 16-44 years of age because they were the most frequent internet users (Prescott, 2021).  Furthermore, social media is used every day actively by 73% of people in the UK as of March this year (Dixon, 2022) and the UK personalised gift market is expected to reach 1 billion GBP in 2022, according to Roland DG (Aspin.co.uk, 2022).  

2.4. SWOT analysis
	
STRENGTHS

Uniqueness - the products that will be sold are exclusive in the gifting market
Accessibility - Orders can be placed online and delivered to the location that the customer chooses
Limited start-up costs - Not many inventory items are needed
Less flexibility in pricing – Not much can be discounted on making the products
	
WEAKNESSES

Competitors - Other gift companies sell hampers, flowers and various gifts
Demand - Customers may get products quicker with other companies
Timely - Handcrafted items take time to make
Barriers to entry - The ideas can easily be duplicated
No physical store - Customers can only shop online


	
OPPORTUNITIES

Increased sales - Rate of shopping online has increased since pandemic
Market expansion - Possibilities to open physical store
Global expansion - Market to worldwide customers
New products - Introduction of new products
	
THREATS

Regulations - Business may be impacted by regulatory changes
Technology failures - Consumers being unable to order online or inactive on web
Competitors - Cheaper prices may be obtained from rivals




Figure 4 - SWOT analysis table

Elegant Gifting’s value proposition differs to its competitors because the designs are exclusive.  Similar products namely: ‘Eternal Roses’ are available from other businesses, but they are not hand crafted with real money, they are simply real roses that have been chemically treated so that they last for about a year.  The ‘money tree’ and ‘money roses’ are not available anywhere because they are new concepts.  This business proposition holds itself in a strong threshold and boasts competitive advantage due to its exclusivity.  Furthermore, the trade can uphold sustainability due to the fact that the money will be spent, leaving the ornaments to be used for decoration purposes.  
3. E-commerce platforms
Elegant Gifting proposes to operate e-commerce platforms trading as ‘Elegant Gifting’.  By definition, electronic commerce also known as e-commerce involves the exchange of goods and services for money or other considerations over the internet (Fuscaldo, 2022).  The level of e-commerce offered will be Business to Consumers (B2C) which is selling products/services directly to a customer who will be the end user.  The main platform will be Shopify which is currently a favourite buying and selling platform worldwide.  Other areas will include social media platforms, namely: Instagram and Facebook.  Pictures and descriptions of the items will be displayed to show clearly what the customer can expect to receive along with giving them the option to customise the items to their liking.  Figure 5 below shows examples of listings on Instagram and Facebook.  Prices are dependent on what item is chosen by the customer and their preferences.
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Description automatically generated]Figure 5 - Elegant Gifting listings on Instagram and Facebook
Social Media is a great platform to sell goods and as previously stated there is now more frequent users than ever before.  The pandemic bought about people shopping online more due to restrictions faced outdoors.  E-commerce purchases have many advantages such as  simplicity, convenience and a cheaper way to browse for goods and pay for them, all with the added bonus of having the items delivered to a destination of the consumer’s choice.   Customers will be able to contact the store via messaging services on the platforms as well as messaging directly to a mobile number or even using WhatsApp.  



3.1. Financing
The initial finance will be sort through savings, but the option of applying for a government grant for business start-ups is also available if needed through  this website: https://www.ukri.org/councils/innovate-uk/?_ga=2.195899051.664386634.1658957259-1709203804.1658685378
	Elegant Gifting start-up costs 2022


	One-time expense

	Budget (£)
	Actual

	Business registration 
	    12.00
	

	Furniture
	  500.00
	

	Computer/software
	1000.00
	

	Inventory
	1000.00
	

	Initial marketing
	300.00
	

	Branding
	200.00
	

	Stationary
	100.00
	

	Camera/equipment
	449.98
	

	
	Total                       4061.98
	

	Annual expenses

	Budget (£)
	Actual (£)

	Accountant and legal fees
	200.00
	

	Business insurance
	120.00
	

	Broadband
	240.00
	

	Telephone line rental
	260.00
	

	Stock
	2000.00
	

	Website (Shopify)
	228.00
	

	Marketing
	1000.00
	

	Courier service
	500.00
	

	PCI management fee
	479.40
	

	
	Total                       5027.40              
	



Figure 6 - Elegant Gifting start-up costs

Staff will not be needed at the beginning as it will be just the owner of Elegant Gifting hand-crafting the items.  If the business sales pick up dramatically and it is no longer possible to manage the orders, staff will be hired dependant on their previous work experience.


The initial start-up costs needed for the business will be as follows:  
1) Registering with Companies House which will cost £12.00 (GOV.UK, 2022).  
2) Working station with a table and chair and cupboards/shelving units to store the business stock.  
3) A reliable computer with software will need to be sought to run the business online and continually update the social media platforms, the items will be purchased from Curry’s.
4) Inventory needed will be the money trees, flower petals, led lights, glass domes and glue, all of which will be purchased in bulk to receive wholesale prices from Alibaba.  This should cost approximately £1000 and then purchased throughout the year when stock runs low.
5) £300 has been put aside for the initial marketing and branding of the business which will be discussed later.  
6) Stationary, which will consist of notebooks, pens, packaging bags and bubble wrap.  
7) A camera to take photos of the products when made and included onto the website and social media platforms. 

The breakdown of the annual expenses is listed above in Figure 6.

3.2. Payment options
Consumers will have several options to pay via PayPal, bank transfer and card payments.  PayPal is a leading choice with many benefits which include security, protection of goods, paying in instalments and a very quick completion of the transaction (Batada, 2019).  For those who do not have access to PayPal, there is the option of paying via bank transfer, details are given to the customer on the website, they just need to put a reference of their name on the transaction.  The final option that customers will have, is to pay by card, here they need to enter their card details on the transaction page.  Elegant gifting will have the responsibility of protecting its customers' financial information by becoming PCI DSS Compliant because fraudsters are always on the lookout for ways to steal customer data, so accepting card payments can be a risky business (Paymentsense.com, 2022).

					




4. Marketing
In today's highly competitive environment, marketing plays a crucial role in business success, and financial accomplishment is often dependent on marketing strength (Kotler et al, 2009).  Even though the main purpose of a company in B2C markets is sales, Rėklaitis and Pilelienė (2019, cited in Malinowska, 2013) emphasise that marketing communication is not always about increasing sales.  It is the emotional factors that are very important components of the sales process in order to trigger a purchase decision from the final consumer.  The specific e-commerce platforms have been chosen because they align with the mission of the company: to create an amazing experience for the consumer as well as the gift receiver, but how can this be achieved? As marketing has become more accessible due to social media, it is fundamentally changing how people communicate and interact, offering a more direct line to their target audience (Kim and Kim, 2021).  Therefore, by openly communicating with potential customers whether it be answering queries or just discussing an order, it creates a more personal experience from the onset.  Elegant Gifting intends to use some of the marketing  budget on Social Media Influencers (SMI) because they are frequently used due to their large follower base enabling them to target a wide audience (Campbell and Marks, 2015).  The term ‘Social Media Influencer’ refers to people who have developed considerable and active audiences on online platforms like Instagram, Facebook and TikTok (Birmingham City University, 2022).  Furthermore, they contend that consistent studies have shown that it is more effective for niche companies to use micro-influencers (influencers with less than 10,000 followers) since their audience is more likely to buy a product if it hears about it from someone who has used it themselves.  Other avenues of advertising will include sharing posts with other Instagram businesses which has the potential of generating customers through their followers.  It takes time to build a good base of supporters but through perseverance and dedication, this can be achieved.  Elegant Gifting believes a reasonable amount of budget should be invested in marketing because in order to make products known, they must have the 4Ps of the marketing mix as pictured in Figure 7:

PRODUCT
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Design
Packaging

PRICE
Listed price
Discounts
Shipping

PROMOTION
Branding
Advertising
Social media

PLACE
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Website
Delivery




Figure 7 - 4Ps of the Marketing Mix
4.1. Customer journey
An important management objective today is to provide a good customer experience (Lemon and Verhoef, 2016) and according to Venkatesan (2017), firms have adopted several strategies to build a deeper level of attachment with their customers as a result of increased competition and advancements in technology that are reducing entry barriers.  The concept of customer journey mapping (CJM) shown in Figure 8 below, aims to understand the customer experience of an organization and has become increasingly popular among academics and practitioners alike (Rosenbaum, Otalora and Ramírez, 2017).  In essence, this user experience is a process, a flow that begins at a point of entry and ends at a point of conclusion based on the user's intentions, motivations, and goals.
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Figure 8 - Customer journey map (Mangiaracina, Brugnoli and Perego, 2009)
4.2. Pre-launch promotion
Upon successfully choosing the SMI’s, they will be forwarded the gifts to promote on their pages and platforms.  Elegant Gifting will request to be tagged into the post and video they make ensuring that the business link be included on the SMI’s pages for quick access by potential customers.  We will be offering the customers 10% off their first order so long as they quote the reference number which will be provided to the influencers.  Customers will also get 10% off their first order on the website and an extra 5% for subscribing to our mailing list.  The SMI may choose whether to receive Elegant Gifting’s products as their payment for promoting the items or receive a payment instead.  Should they wish to receive the products, they may keep them without returning them.  The website and social media platforms will advertise the launch date in advance informing customers of the promotions available.

5. Conclusion

McKinsey's (2015) study found that 84 percent of executives consider innovation important to their growth strategies.  In order to reduce the uncertainty associated with new product development, competitive information helps clear up what products should be developed for which customers, at what cost, and via which distribution channels (Maravilhas, Oliveira and Melo, 2018).

The purpose of this report was to introduce an innovative service/product that attends to emerging customers’ needs.   The innovative product/service was propositioned along with detailing the e-commerce business and the marketing strategies involved.  Introducing innovative products into the ever-competitive market is a task that needs thorough researching and planning.  Although exploration increases the likelihood of a firm's failure, it might also provide opportunities for learning and improving.  There are many models to assist start-up businesses determine which management strategies to use to assist them into venturing their innovative product/service and how to gain that much needed competitive advantage.
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MISSION
To create an amazing experience for the gift giver and the gift receiver




VISION
To uphold exceptional customer service at all times and build long-term relationships with them



VALUES
Our business would not exist without our customers, give them the treatment they deserve
An equal amount of importance is placed on design and execution
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money butterfly tree ordered by
@kaftanuk “The Butterfly Money
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How beautiful and unique are these
trees? You choose how much money
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£10, £20 or £50 notes you want as
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order the tree without money and
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Beautiful Money Rose made for a customer @asmas_r
Order your Money Rose for a loved one today. DM or whatsapp me to order @elegant_gifting
@elegant_gifting @elegant_gifting

#moneyrose #roseflower #money #cash #notes #gift #wedding #birthday #anniversary
#ledlights #present #unique #special #occasion #rose #lush #beautiful #gorgeous #trend
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